Case Study
Domino’s Pizza
How Domino’s Pizza
revamped after the
2008 Crisis

Ups and downs till 2008 crisis
The Domino’s journey

1960

The journey begins
Tom Monaghan, along with his brother, founded Dominick’s Pizzeria (later changed to Domino’s Pizza). During this time, pizza was still
a new concept for US consumers and restaurants like Pizza Hut were helping make pizzas a mainstream favourite

1967

A rocky start
By the late 1960s Domino’s Pizza (with 3 different locations) had already started franchising. But it had started to face some serious
threat from other competing chains. Pizza Hut had just opened its 500 th store. Also, other chains like Little Caesar's had opened 50
stores.

1975

The miracle year
The idea of 30 min delivery was born which proved to be a game-changer for the pizza chain. By 1978, it had opened 200 stores
across the US and the chain just kept growing.

2000

The market leader
By the beginning of 21st century, Domino’s Pizza was an established name in the pizza market. Its sales had reached an all time high in
early 2000 following a change in the leadership. But there were certain problems that were creeping in since early 2000s.

Difficulties started to arise
Domino’s Pizza entered the 2008 fiasco with many of its own problems
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“Domino’s Pizzas taste like cardboards”
Customers started to complain that Domino’s pizzas tasted like cardboards. This was the
primary reason why customers started to move away from Domino’s Pizza and sales started
to decrease.
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Many consumers started moving towards a new category- Frozen Pizza. They found this
category especially convenient and the QSR market began to shrink.

Competing chains took the lead
Domino’s recognised the issues late and other competing chains had taken a lead. Pizza Hut
and Papa John’s pizza each came up with their own campaigns and strategies to grab a
bigger market chunk, hurting Domino’s Pizza even more
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The impact caused by all these issues was magnified by the 2008 crisis.
But the chain solved the problem in a very unique way

The Domino’s formula for success
The Domino’s way of beating all odds and regaining its market

Reconnecting with customers
Domino’s Pizza started to re-connect with its customers. It started conducting
surveys and gather customer sentiments around their product. It focussed on
understanding peoples’ expectations from the pizza chain.

Re-adjusting strategies
After understanding customers’ expectations, Domino’s Pizza incorporated these
changes in its core product. Certain innovative side products were launched. This
change was vital for the success of the company.

Taking the Market head-On
Slow-down in the market was a blessing in for Domino’s Pizza. Competitors
cut back their advertising and marketing spends during the recession while
Domino’s Pizza decided to go aggressive on its marketing campaigns.

Bold marketing campaigns
Domino’s launched a new and bold marketing campaign. The campaign
(which began by addressing the issues the customers had) and its execution
was a huge success with customers.

Domino’s Relaunch
Product changes by Domino’s Pizza

2009

Revamping the pizza
• Reformulating its core product: Domino’s Pizza started accommodating consumer’s suggestions; it reformulated its core
product and made changes as suggested. The chain dropped its original recipe and came up with a new crust formula and
fresher ingredients.

• Introducing innovations: With changing demands, Domino’s Pizza understood quickly that it had to introduce new side
products like sandwiches and bread-bites. These played an important in boosting revenue and changing the perception of
Domino’s in the minds of consumers.

Domino’s Relaunch
Aggressive marketing strategies by Domino’s Pizza

2009

A bold and honest campaign
•

Aggressive marketing strategies: Domino’ Pizza went all-in with its marketing strategies with a whopping $75 Million
budget. This was a crucial step and massively helped the brand in getting its message across to its customer base.

•

“Pizza Turnaround” campaign: Rather than sweeping the issues under the carpet, Domino’s Pizza made a bold move by
acknowledging its shortcomings. Most of the brand advertising started with customer reviews about the old recipe. One of the
campaigns was even named “We are sorry for sucking”.

New era begins for Domino’s Pizza
Years of unprecedented growth
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Domino’s Pizza went from being a struggling company during 2008 to one of the
largest pizza delivery chain in the US by the end of 2010

Key Takeaways

•

Rebuilding the core product: It is always a good idea to listen to your customers and keep
rebuilding the core product according to their feedback.

•

Understanding your customer: Connecting with your customers and addressing any issue they
might have is critical. This makes the customers reassured that the firm cares for them and addresses their
concerns. In times of crisis, it makes customers move towards your brand.

•

Accepting your shortcomings:

•

Aggressive marketing activities: It is very important to ensure that the message you want to

The campaign tonality of accepting and addressing negative
sentiments around its pizzas proved effective for the chain. Addressing genuine concern always helps to
build trust among customers.

convey gets across to your customers. This is a crucial step particularly during a crisis, without which it
becomes difficult to achieve the desired result.
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